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Perancangan Brand Identity dan Promosi Telesede 
--------------------------------------------------------------------------------------------------- 
Bobby Hardian Pranata1  








Telesede merupakan jam tangan kayu produksi lokal yang mengusung gagasan 
simple, upcycle, dan organic. Konsep tersebut dipilih karena memang produk sajiannya 
berbahan dasar kayu yang merupakan limbah dari industri gitar. Local brand ini 
menyajikan pilihan aksesoris yang agak berbeda namun tetap fashionable dan classy 
ketika dikenakan. Secara online dan offline, melalui media promosi cetak maupun 
elektronik, merek dagang ini mengiklankan produknya. Branding yang dikemas secara 
simple namun tetap ekslusif dan elegan. Produk yang dikerjakan secara hand made 
dengan penuh ketelitian menambah nilai jual yang artistik untuk merek ini. 
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Designing of Brand Identity and Promotion of Telesede 
--------------------------------------------------------------------------------------------------- 
Bobby Hardian Pranata4 







Telesede is wooden watches local production that brings the idea of simple, upcycle, 
and organic. The concept was selected because the product grain made from wood that 
is a waste of guitar industry. This local brand presents a selection of accessories that 
are somewhat different but still fashionable and classy when worn. By the online and 
offline promotion trough the print media and electronic, this trade mark to advertise 
its product. Branding that is packaged in a simple but still exclusive and elegant. The 
product done by handmade with full accuracy add value to that artistic to brand it. 








4 The student of Visual Communication Design Faculty of Fine Art and Design Sebelas  Maret 
University 
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